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In Buy Your Tomorrows Today, David E. Appel shares a personal and pro- 
fessional biography that conveys his passion for serving his insurance clients. 
His book is a valuable tool for consumers, sales personnel, and professional 
advisors who want to deepen their knowledge of life, health, disability, and 
long-term care insurance. All readers will appreciate the vigor, creativity, and 
dedication that David brings to his profession. 


Earl M. Colson, 
Of Counsel, Arent Fox LLP, Attorneys at Law 
Washington, D.C. USA 


Buy Your Tomorrows Today is a time-tested practical insight into what 
today’s Insurance Advisors and insuring public must be aware of. David has put 
his heart and soul in preparing this book and this is what he has experienced dur- 
ing the last 20 years of his practice in selling Life Insurance. Through his own 
stories and experiences, David helps us all to reflect and face the problems and 
situations that we encounter increasingly in the industry. A Must Read Book. 


Anand A. Jathan, RFC, CertCII(UK) 
Andheri (West) 
Mumbai, INDIA 


David E. Appel’s Buy Your Tomorrows Today is a wonderfully written story 
of how one man’s potential tragedy transformed him, his family, his career, and 
his industry. This book is a must-read for anyone who seeks a higher under- 
standing of what proper planning is all about. If you want to achieve your full 
financial potential while honoring the commitments you have made to the peo- 
ple that matter most in your life, David’s message will definitely help you toward 


your goal. 


Jonathan C. Nicolas, LUTCE, CLTC 
Pettinelli Financial Partners 
Redwood City, CA, USA 


I was privileged to hear David’s moving story at the 2012 Million Dollar Round 
Table, on the prestigious main platform. It was very clear why he is passionate 
and single minded in his quest to educate and motivate clients, and fellow advi- 
sors, to take action. His personal and professional experiences have given him 
a fearless determination to make sure everyone he meets has adequate “people 
insurance”, to protect themselves and their loved ones. If you need inspiration 
and ideas for building a successful protection orientated business, look no fur- 
ther, Buy Your Tomorrows Today! 


Katy Baxter 
Baxter & Lindley Financial, Tring Herts, 
England UNITED KINGDOM 


“Think BIG, work small, it’s all in the details”, that should be the mantra 
repeated as you peruse this extraordinary treatise. David E. Appel, an indus- 
try great, who has absolutely mastered the art of what he has coined “People 
Insurance”, takes us down a personal and professional journey of why we, as 
advisors, do what we do! It’s an awe-inspiring ride that every true professional 
should take. Buy Your Tomorrows Today will take you where you have never 
gone, lift you up and keep you there! 


Marcus T. Henderson, Sr., President/CEO 


Henderson Financial Group, Inc. 
Nashville, Tennessee USA 
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David Appel is a rare breed among financial advisors in that he made a decision 
long ago to focus 100% of his expertise in “people insurance.” Many advisors 
are more like generalists, yet David because of his focus is relied upon from 
clients and advisors alike to share his knowledge when it comes to protection 
planning for his clients and those of his colleagues. 


Gregory B. Gagne, ChFC 
Affinity Investment Group 
Exeter, NH USA 


“David’s passion for what he does is contagious! Agents need to understand that 
itis NOT MONEY that purchases insurance, it is GOOD HEALTH! Reading 
David’s book helps us remember the urgency of the work we do taking care of 
families’ loved ones. We take care of families when they are unable to take care 
of themselves! All advisors, whether new to the business or experienced should 


read this book!” 


Ann Baker Ronn, LUTCF 
The AFP Group 
Houston, ‘Texas USA 


David is one of the most proficient life insurance advisors I have met. His knowl- 
edge of life insurance and how it is best utilized to serve his clients and other 
advisors is at the highest level. I am proud of all that David has done for his clients 
and the industry, which we represent. 


Scott D. Edelman 
Edelman Wealth Management Group, Inc. 
Philadelphia, PA USA 


A must read for advisors wanting to grow their business. I have collaborated 
with David Appel for over 20 years and the wisdom gained from his “insurance 
only” specialty sets him apart as a trusted advisor to my clients. You can learn 
much from David in this book on how to create a five star business! 


Robin Young 


CFP, RLP, Northstar Financial Planning, Inc. 
Windham, NH USA 
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Brilliant. This book teaches advisors how to sell, as much as it shows pro- 
spective clients how to buy. David allows himself to be transparent from the 
very beginning, which creates a connection with the reader. It’s a road map 
for advisors, and a compass for clients, how unique! Gripping personal stories 
woven through this book brings life to these pages. The strength of this book is 
found in its simple language and straightforward approach. Buy Your Tomor- 
rows Today is required reading for advisors and clients. 


Corry Collins CLU CHFC CHS 
Maritime Wealth Management 
Halifax Nova Scotia, CANADA 


David’s commitment to excellence is seen in all aspects of his practice and 
personal life, and now he has shared some of that dedication in Buy Your 
Tomorrows Today. David is a leader in all aspects of his life - as a Father, 
Husband, Advisor, Mentor, and Friend. His enthusiasm draws clients to him, 
his service keeps them, and his professionalism gives them confidence and piece 
of mind. He has motivated countless advisors and his practice has touched the 
lives of thousands of clients. David lives his life as a servant-leader, and is truly 
at the top of his game. 


Mark J. Marroni, JD, LLM, CLU, ChFC 
President, Boston Partners Financial Group, LLC, Andover, MA USA 


Buy Your Tomorrows Today is a must for young advisors that want to take 
their practice to the next level and reach excellence. Sales ideas ‘and the rea- 
soning behind them are explained in detail supported by facts and figures. But 
most importantly it teaches a lesson every advisor needs to learn early on, “If 
you have sacrificed yourself, your family, and your relationships for financial 
gain only, you have failed.” Keep focus on what is really important and never 
loose sight of it. 


Ana Sofia Rodriguez D., M.B.A. 


Directora Asociada Ramé6n Arias 
Edificio Ropardi, 2do Piso PANAMA 
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David has created a thorough guide to understanding issues at play in the 
often-confusing world of life insurance. Perhaps as important, he also offers 
straight talk on selecting the right professionals as counsel for the journey. 
Surely this book will be a helpful resource to anyone seeking objectivity in life 
insurance expertise. 


Leah R. Sciabarrasi, CFP® 
Partner 
Boston, MA USA 


David Appel’s book, Buy Your Tomorrows Today provides a refreshing and 
honest insight that conveys his passion for this business and serving his clients, 
as well as giving back to fellow practitioners. It would serve as a good reflec- 
tion for those in the business to re-examine our values and practice models, 
and it provides practical tips that can easily be adapted for implementation by 
life insurance professionals around the globe. In true MDRT spirit, David’s 
book not only provides good business tips but also inspires us to remember 
the importance of living a balanced life and making a difference where we can. 


Anne-Marie Lee CLU, ChFC 
Executive Financial Consultant, 
Prudential Assurance Company 

Singapore, SINGAPORE 
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Forward 


, is critical to get your “people insurance” plans in 
place today when there is no medical reason to do 
so. It is too easy to procrastinate and to put off today 
what you can do tomorrow; however, for most of us 
tomorrow comes and there are more excuses, more 
reasons why we cannot get it done. When one of the 
things we are putting on the back burner is our over- 
all estate plan, planning for life, disability and long 
term care insurance the procrastination and reason- 
ing can become worse. How often have you said I will 
wait until I’m older, this won’t happen to me, it hap- 
pens to others, we have longevity in our family, my 
parents were healthy, I won’t get sick or disabled, I 
won’t die young, my friends have not done any plan- 
ning, why should I plan now? The bottom line is none 
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of us having a crystal ball; we do not know what our 
future holds. 

We have to structure and plan our lives with our 
own crystal ball. We need to secure and make sure our 
future plans are in place. It is irresponsible of us to not 
plan for our loved ones in case our future dreams don’t 
become our reality. 

I want to share with you a story about a client that 
epitomizes why I am so passionate about “buying your 
tomorrows today” and why I am so zealous and enthu- 
siastic about the “people insurance” business. It’s the 
reason why I get up excited to go to my office and do 
what I do for a living. 

I want you to picture this. You have a client who is a 
strong amateur tennis player, who is in need of some 
minor knee surgery — no big deal. He schedules the 
surgery and is informed that a pre-operation examina- 
tion is required by the hospital based on his age. The 
client thinks that this is a waste of time. He has check- 
ups with his primary care physician annually and was 
only 34 years old; however, a policy is a policy so he 
schedules an appointment with his doctor. 

The doctor takes his vital signs, listens to his lungs, 
checks his eyes, ears, nose and throat and bangs his 
knee with a reflex hammer to watch his leg jerk. The 
doctor like always began pressing on different parts 
of his body but something seemed different this time. 
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The doctor hesitates around his throat first in the 
front then in the rear then back to the front again. The 
neck exam is extremely thorough. Then the doctor 
says, “I’m concerned. I feel a bump. I want you to get 
another test done.” 

The test is completed and reveals a tumor the size 
of a lime was growing on the client’s left thyroid 
gland. The results of the biopsy were inconclusive; 
however, due to the size of the tumor, and the abnor- 
mal cells that were present in the sample the surgeon 
was concerned. The surgeon tells the client that a 
surgery to remove the mass is necessary. That night, 
at home, the client conducts hours of intense Internet 
research. The Internet, what a great place to go for 
data gathering, you can find almost everything you 
are looking for in the entire world and a lot you wish 
you never found. 

Based on his amateur Internet research he deter- 
mined that he might have a deadly carcinoma a vivid 
picture of not being present in this wonderful world 
much longer. Questions, concerns, distress, his imagi- 
nation began to run wild. Was he living a nightmare he 
wanted to know? His grandfather died of esophageal 
cancer just three months after his diagnosis. Would he 
be dead in three months too? But negativity was not 
his normal style. He was a glass half-full kind of guy. 
After some deep soul searching, this client vowed to 
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himself that that night would be the last time he would 
let his mind think negative thoughts. 

The client knew he needed to stay positive. He had 
to be strong for his family who he loved very much. He 
had to go on living his life; thinking positive thoughts 
about his future well being, his wife, his children, his 
extended family, and the success of his business. Unfor- 
tunately, good thoughts and a positive attitude are not 
always enough, but sometimes they can make all the 
difference in the world. I know this well because that 
client was me! 

Can this really be happening I asked? I was thirty- 
four years old. I had a four-year-old daughter, a 
two-year-old son, and a third child due in less than two 
months. This must be a miss-diagnosis I thought. I had 
never been sick outside of sports related injuries. I had 
a successful life insurance practice to run, clients that 
counted on me to be there for them day in and day out, 
and what about the countless prospects and clients I 
had yet to meet and help protect. 

After hearing of my ordeal, one of my close friends 
said to me, “David, you need to learn to accept those 
things in life you can change, and recognize those 
things that you cannot. In the process, you will learn 
to appreciate the differences.” Hmmm, “I needed to 
learn to accept those things in life I could change, and 
recognize those things that I could not. In the process, 
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I would learn to appreciate the differences.” This was 
a lesson that helped me put my situation into better 
perspective, and advice I will never forget. 

It was not my turn to die. I recognized that I had 
accomplished many things, but there were still plenty 
of unfulfilled dreams and goals I had yet to seize and 
turn into a reality. The words and phrases I had said 
to my clients and prospects on a daily basis were being 
replayed in my head. Things like: “if I were to die 
young was there enough capital to generate an income 
for those that I left behind?” “Did I want my children 
to have their education taken care of whether I was here 
or not?” “Did I want my wife Erin to have the option of 
going back to work because she wanted to rather than 
being forced to?” And “if my children had just lost one 
parent because of an untimely death should they be 
forced to lose the other because of a lack of money?” 

My personal financial plan took center stage in my 
mind during this time of adversity. This was something 
I knew I could control so it got my immediate atten- 
tion. I had to ask myself did I do as good a job planning 
for myself as I had always done for others? ‘This was 
not an office role-play, this was real life and the answer 
for me was clearly yes! ‘There was disability insurance, 
permanent life insurance, and convertible term life 
insurance at the best rates in place. The best under- 
writing rates, an underwriting category I will never see 
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again. You can bet I share that piece of data with all my 
new prospects and clients “buy your tomorrows today” 
I tell them. 

All of my legal documents were signed and in place. 
A sense of calm came over me. Whether there was 
a mishap with the anesthesia during the impending 
operation, or the tumor in my neck was an incurable 
cancer, I had made the necessary plans to secure my 
family’s future at a time when there was no medical 
reason to do so. If their Daddy and Erin’s husband did 
not make it through the surgery they would be finan- 
cially taken care of. 

The tumor was removed. The doctor came out after 
the surgery and told my wife and father that based on 
his past surgical experience; there was a 70% chance 
that the tumor was benign. Boy was that great news. 
It gave us a feeling of safety and refuge. Little did I 
know, seven long days later, a date I will never forget, 
January 19%, 2005 a phone call would come? “I am 
sorry to tell you David but your tumor was malignant. 
You have Stage 2 thyroid cancer.” Back to a part of life 
you can’t control. 

This news was not easy on my family. My four- 
year-old daughter Ally did not understand why Daddy 
needed to get his neck cut open for a second time, and 
my wife was now only five weeks out from her due date. 
There was good news too, my prognosis for a long life 
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was great provided my body scans post radiation treat- 
ment came back clean. My team of doctors wanted me 
to begin my radiation therapy in three weeks. This 
therapy required me to be isolated from my wife and 
kids for approximately two weeks. How could I pos- 
sibly balance my family, work, a new child, and cancer? 
Life was getting overwhelming and complex, but as my 
dear friend said, you need to accept the things in life 
you can change, and recognize those things you cannot. 

My wife Erin was induced two weeks early to ensure 
that I could be by her side when our child was born. 
On March 19" we had a beautiful baby daughter we 
named Georgia. One week later I moved out of the 
house to begin my treatment. 

Georgia’s birth reaffirmed the number one reason I 
am on this earth; to be the best husband I can be, the 
best father I can be, and to be there for them as a men- 
tor, counselor, and best friend. I would not let cancer 
stand in the way of those responsibilities. 

Georgia’s birth was just what I needed to remind me 
that I had my whole life to work. My business suffered 
terribly through the first quarter of that year. Busi- 
ness was at an all time low, my prospect inventory was 
stagnant, but there were still eight months left to bring 
the business back and qualify for MDRT- That’s what 
you do as member achievers at MDRT; you overcome 
obstacles that stand in the way of your success. 


Four months later the final body scans revealed the 
cancer had indeed been isolated to my neck. The mar- 
gins were good and the cancer had not spread beyond 
the tumor that had been removed. I thanked my physi- 
cian for sending me to a specialist and my ailing body 
for having a bum knee on that tennis court. Those two 
unrelated acts allowed me to catch my cancer in time. 
More importantly, it allowed me to do something we 
all need to do more frequently, ask ourselves if we’ve 
properly planned for the future of our families whether 
we are dealt a good or bad hand in life. 

The lessons I have learned about life following this 
challenge have allowed me to professionally succeed 
and personally triumph beyond my wildest dreams in 
the years that have followed. 
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Chapter 1 
Navigating Through Life 


Renee a successful financial services business is 
difficult. It requires a massive amount of time but hav- 
ing a successful family and personal life requires a lot 
of attention too. A juggling act is what we all must 
perform each and everyday. Everyone needs to create 
rules to manage their time appropriately. 

One rule I’ve established is not scheduling appoint- 
ments, attending social gatherings, or networking 
events more than two evenings in a row. If I need to 
be gone for two or more consecutive evenings, I make 
it a point to not schedule early morning meetings the 
rest of week so I can spend a little extra time with my 
family. I will sit and have breakfast with my kids and 
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drive at least some of my children to school. There is 
no reason why if I work late I cannot go into the office 
a little later the following day. My family life shouldn’t 
be sacrificed because of evening engagements. 

A second rule I try to follow is not to miss: an 
event at my children’s school. I make it a point to be 
there and if that means rescheduling a pre-arranged 
meeting then that meeting gets moved. If a poten- 
tial prospect or current client was willing to see me 
that day they should by willing to meet the follow- 
ing day as well. If they don’t understand why I need 
to move a meeting for one of my children then it is 
likely they were not the type of person I wanted to do 
business with. 

You need to work hard at being a better person in 
all the compartments of your life. Many professional 
advisors have incredible successes in their business, but 
are total failures in their personal life. One success plus 
one failure do not equal success. I was recently talk- _ 
ing to one of my friend’s at a networking event about 
eulogies. I said to her, “I don’t want my wife or chil- 
dren to say their husband or their Daddy was great at 
his business, instead I want them to remember me 
bringing them to school, getting up with them at 5am 
for hockey, and being present for them as a mentor, 
best friend, husband, and parent”. The success I have 
seen professionally has provided my family with a good 
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life, but it is certainly not what I want them to remem- 
ber me for at my funeral. 

Rules to live your life by constantly need to be eval- 
uated and modified. Your rules need to be catered to 
where you are in life and what you want out of your 
life. The rules that today help me be a better hus- 
band to my wife and father to my children did not 
always exist. When I started in the life insurance busi- 
ness after graduating from college I worked in one 
of the largest life insurance agencies in Boston under 
the direct supervision of the Managing Partner, who 
ruled his office with an iron fist. I was required to 
attend numerous weekly training meetings, phone 
clinics every morning and selling appointments every 
evening at 6 and 8pm. Additionally, he required a 
minimum of four to six appointments each and every 
workday. Luckily, I had a girlfriend who grew up 
understanding the business and I had no familial obli- 
gations. My girlfriend was in her first year of Law 
School and was quite busy by her own right. While 
my colleagues would often complain about the grief 
they received from their significant others my girl- 
friend (who later became my wife) would question me 
incessantly about how many appointments I made and 
how many applications had I taken on that particular 
day. My wife was a very good match for my first Man- 
aging Partner. 
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When you make the transition from a new agent in 
the life insurance business to a point in a professional 
service career where you have had some success and 
show some positive progress you need to learn how 
to exit the four walls of your office and not be tied 
to your desk. Agents often use their office as a safe 
haven. They make calls, they see potential clients, 
but do not take their business to the next level. The 
office starts to become too comfortable and impedes 
opportunities to meet new people. Getting out of your 
office allows you to start reaching for the stars in your 
business or profession. You need to find people to tell 
your personal story to. No matter how knowledgeable 
and smart you are with regard to a particular subject 
if you have no one to tell your story to then all that 
knowledge is fruitless. The first step in bringing this to 
fruition is hiring a reliable support staff. Whether this 
means one part-time assistant or several full-time sala- 
ried employees you need to hire people who can help | 
you deliver on your promises to prospects, clients, and 
other professional advisors. Someone who can help 
grow your business. By creating a positive experience 
for those individuals you interact with during the busi- 
ness cycle you will keep them coming back; you never 
want anyone you do business with to be a one-night 
stand. Working hard at a relationship has its rewards. 

I am very proud to say, “I sell life insurance”. No 
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matter what your role in life and/or business I feel 
it’s critical to speak about your specialty or profession 
with soul and conviction. For well over a decade now, 
my introduction to new people has been the same. “I 
sell people insurance, life, health, disability, and long- 
term care to emerging wealth individuals and couples, 
established families, and successful businesses.” This 
statement never changes, so people don’t get confused 
with what I do. My business is complex enough to the 
general public, and as an advisor I need to be sure that 
the public perception is clear and my potential clients 
and network of professional centers of influence know 
exactly what I do for a living. Potential prospects and 
advisors will feel more secure if you show them that 
you are emotionally tied to what you do and that you 
are proud of your profession, whether that is in the 
field of insurance, legal, accounting, banking, wealth 
management, etc. It doesn’t matter what you do, you 
just need to show strength and confidence. 

People feed off of passion. If you are not passionate 
about what you are doing for a living or you are not 
feeling good about yourself then people aren’t going 
to feel good about you. These feelings are vivid and 
potential clients as well as other professional advi- 
sors do not want to do business with someone who is 
lackadaisical about their life, profession, and practice. 
Energy is key and energy does not emerge if there is no 
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passion. Would you want to do business with someone 
who always seems down, or shows little excitement? 
I know I certainly wouldn’t. You need passion and 
energy to forge ahead and grow. 

I have had a few life-changing moments in my career. 
One such event occurred shortly after I entered the 
life insurance business. One of my peers at the agency 
lost his best friend to stomach cancer. His friend was 
just 33 years old and was diagnosed and dead within 
a three-month period of time. He left behind a rela- 
tively new wife and one-year-old daughter. He had no 
insurance coverage. My peer had never asked his best 
friend to buy insurance from him. The agent expressed 
to me that he was not comfortable doing business with 
friends, and had made a business decision that he would 
never ask his friends to do business with him. I vowed 
to myself that day that I would always ask my friends, 
acquaintances, and people I interact with to buy from 
me. Hopefully they would say yes and become clients | 
of mine, but even if they said no at least I would never 
have to feel guilty about not asking the question. I 
never wanted to be in the position of that agent, facing 
a close acquaintances spouse knowing that I didn’t do 
my job. 

I know that doing business with friends can be difficult 
at times and not easy. But so what? Would you rather 
they work with a complete stranger? I wouldn’t. If you 
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stand up and ask to do their tax return, write their wills 
and trusts, structure an investment strategy, or estab- 
lish their life insurance portfolio, then you can help that 
friend make sure their financial house is in order. 

I am proud to tell you that over the past two decades 
in the life insurance business I have been asking people 
in my inner circles to buy from me and have literally 
had only one person tell me they were not comfort- 
able doing business with friends. Everyone else I’ve 
ever asked has at a minimum allowed me to do a full 
review and audit of their “people insurance” portfolios, 
and most went on to become clients. There is some- 
thing special about being able to do business with the 
people who know, love, and trust you. I don’t think it 
matters what profession you are in, if you are a profes- 
sional advisor dealing with issues that can significantly 
change people’s lives why not ask if they could use your 
help? I promise you will be surprised how many people 
will want to do business with you. 
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Chapter 2 


Not all Life Insurance 


Agents Are Created Equal 


W. live in a society today where it can get quite con- 
fusing to the public as to what different “professional 
‘ advisors” do for a living, and exactly what each of these 
advisors brings to the table. In the financial services 
profession alone you have Financial Advisors, Finan- 
cial Planners, Fee Based Financial Planners, Certified 
Financial Planners, Financial Consultants, Regis- 
tered Representatives, Bank Professionals, Investment 
Advisors, Stock Brokers, Insurance Agents, Insurance 
Brokers, and Insurance Advisors. Complicating these 
titles is the never-ending list of letters representing 
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certifications and designations after many of these pro- 
fessionals’ names. 

Since 1996 my firm has chosen to specialize in 
brokering and advising clients on the acquisition of 
protection products. Our message to the public and 
other professional advisors including attorneys, CPAs, 
investment advisors, fee based financial planners, 
bankers, trust officers, fiduciary trustees, and property 
and casualty insurance agents, is clear; if you and/or 
your client needs help securing new “people insur- 
ance” protection products or analyzing existing ones 
we are the go to players not only in the Greater Boston 
area where our physical office is located, but nationally 
as well. I believe having a clear message is paramount, 
here is mine. People Insurance. Only Insurance. 

To further articulate this message, I have attained sev- 
eral designations including CLU, ChFC, and AEP®. 
These designations and the work I did to receive them 
enables me to better understand the insurance industry © 
and the needs of my clients. CLU stands for Chartered 
Life Underwriter. In order to attain this qualification 
you must complete five intense core courses and three 
elective courses from the American College and pass 
eight two-hour examinations. Additionally you are 
required to regularly complete continuing education 
and periodic examinations. 


The designation ChFC stands for Chartered Financial 
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Consultant. This professional designation represents a 
completion of numerous comprehensive courses in the 
areas of financial, educational, and practical experience. 
Those who earn this designation are understood in the 
industry to be extremely knowledgeable in financial 
matters and provide concrete and sound advice. 

The Accredited Estate Planner® designation is 
available to attorneys, Chartered Life Underwrit- 
ers, Certified Public Accountants, Certified Trust 
and Financial Advisors, Chartered Financial Consul- 
tants, and Certified Financial Planners®. The AEP® 
designation is awarded by the National Association 
of Estate Planners & Councils to estate planning 
professionals who meet special requirements of 
education, experience, knowledge, professional rep- 
utation, and character. 

My firm’s unique business focus is providing custom, 
sophisticated life, disability income, and long-term care 
insurance solutions for emerging wealth individuals 
and couples, established families and successful busi- 
ness clients. Known for our independence, simplicity, 
and transparency in communicating the benefits and 
costs of strategic alternatives, we bring confidence to 
the insurance acquisition process. Some of the country’s 
most successful entrepreneurs, executives, and their 
advisors, have benefitted from our decades of experi- 
ence, remarkable volume and collaborative approach 
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to resolving wealth transfer, estate planning and asset 
protection challenges. Our insurance focus enables us 
to channel our resources and provide superior insight 
and guidance on the best tools for: 


¢ Life Insurance 

¢ Disability Income Insurance 

¢ Long-Term Care Insurance 

¢ Wealth Transfer Issues/Concerns 

e Business Succession Planning 

¢ Buy-Sell & Key Person Life & Disability Insur- 
ance Coverage 


e Special Needs Planning 


For those with an existing insurance portfolio, we 
typically start by recommending a policy review and 
audit where we provide a thorough review of the cur- 
rent and necessary coverage in-place relative to the 
owner, trustee or insured’s goals and benchmark it 
to market alternatives. This beneficial process brings 
peace of mind to our clients and their advisors allow- 
ing them to truly understand their insurance policy 
portfolio and how it achieves their goals. 

My firm’s structured process is facilitated by our tre- 
mendous access to market information resulting from 
the consistently high volume of qualified insured’s we 
present to the various insurance carriers. Whenever a 
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carrier’s underwriting department head gets a poten- 
tial case from us they know that it is complete and 
meets their underwriting criteria. We make their job 
easier and in turn they provide paramount pricing and 
coverage for our clients. The most competitive and 
highly rated insurance carriers for each client’s unique 
situation are happy to negotiate with us, frequently 
resulting in multiple offers. 

Our success at advocating the most successful under- 
writing processes is rooted in our long history and full 
comprehension of in-house, automatic and jumbo 
retention limits, the reinsurance process, and how 
each carrier views things a little differently. This high 
level of experience, combined with years of building 
and maintaining relationships with senior underwrit- 
ers makes us a beneficial partner in servicing the most 
discriminate clients. I feel our message to the public is 
clear and succinct. Our referral sources and “centers of 
influence” clearly understand what we do, and how we 
can benefit them or a potential client. 

For many advisors in the financial services business 
they try to be a one-stop shop for their entire client 
needs. This does not benefit the client at all. Special- 
izing is paramount to success for not only you but for 
the client as well. An insurance agent who is selling life 
insurance as well as property and casualty insurance, a 
real estate attorney who dabbles in estate planning, a 


Buy Your Tommorrows Today 


banker selling life insurance or investment products, 
or an audit accountant dabbling in forensic accounting 
just does not work. What many advisors don’t always 
realize is that to be a successful life insurance agent you 
need to do more than submit an application. You need 
to be an expert on the product and the process. 

When it comes to choosing an agent, broker, or 
advisor to partner with or keep an existing relationship 
intact one of the first things a client needs to realize 
is that they may have outgrown their initial insurance 
agent. If over the years you have become more and 
more successful in your field but the advisor you rely 
on appears to have remained mediocre or behind the 
times, then it is time to move on. If you are now liv- 
ing in a million dollar plus home, driving cars you had 
once only dreamed about, and you're still using the 
storefront property and casualty agent who helped you 
with your rental insurance while you were in college, it 
may be time for an “advisor check up”. 

An advisor that has not have grown at the same rate 
as you have grown may be out of touch with the needs 
of people in situations similar to yours. Ask yourself; 
whether your advisor keeps you up on current prod- 
ucts, trends and changes in the marketplace, whether 
he or she is proactive when it comes to bringing you 
new information, does your advisor move in similar 
circles to you, do they understand and have a compre- 
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hension of your world and/or profession, does he or 
she truly understand what you need for your family, 
and does he or she have clients in similar fields? I have 
seen on too many occasions clients not having plans in 
place that are appropriate or up to date based on their 
current overall need, not because the advisor wasn’t a 
nice person or meant any harm to them, but strictly 
based on the fact they didn’t match up with their cli- 
ent’s needs and growth projections. Finding the right 
advisors is important and remaining in periodic con- 
tact paramount. 

Every so often policyholders can become “orphans”. 
This is a dirty little secret most insurers don’t want 
you to know about. A policyholder becomes an orphan 
when the agent who sold the policy leaves the business. 
The insured is not always notified of this change and 
insurers try assigning the policies to other agents; how- 
ever, with zero financial incentive to keep that policy 
on the books or to service the policy often the assigned 
agent abandons these orphaned clients. With the reten- 
tion rate of agents in the life insurance industry low and 
weak (less than 11%) and with lots of revolving doors 
and transition many people, households, and companies 
have a relatively high chance of becoming an orphan. 
An orphan should have their policies reviewed by a 
professional insurance advisor. The insurance company 
will continue sending you bills, anniversary reports, 
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and policy summaries, but they will not give you direct, 
independent, sound advice as to whether what you have 
in place is still the best approach or product for your 
overall estate or financial plan. 


Chapter 3 
Dust Off Those 
Old Life Policies 


| t is important to dust off your policy wallet and review 
the life insurance that was sold to you, or sold by you 
many years ago. As stated earlier, the retention rate of 
agents in the life insurance industry has historically been 
low, so in many cases, agents are not around to conduct 
the much needed policy review and policy audit that a 
life insurance policy needs every few years. If you are 
an owner or fiduciary trustee of a life insurance policy, 
you have a responsibility to make sure the policy that 
is in your control is still performing close to what was 
projected at the time of inception. Policies are placed 
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and put in force to protect family members and loved 
ones, help alleviate transfer taxes, effectuate a transfer of 
stock, or buy out a business partner, but then the policy 
is put in a safe deposit box or file cabinet and forgotten. 

What has changed since that policy was applied for 
and placed years ago? 


¢ Has the insured’s health improved or declined 
since the time the policy was underwritten? 

¢ Has the insured’s financial situation improved and 
net worth grown, or has there been a substantial 
reduction? 

¢ Has the insured’s family size increased, or just 
their debt? 

¢ Has the insured’s business revenue been multiply- 
ing, or has the business been closed down? 

¢ Most importantly, does the policy still have rel- 
evance and make sense today given the insured’s 
current situation, whether it’s a personal, business, 
or a trust owned policy? 


The review and analysis process is critical to insure 
that the policy that was issued can still perform for 
the client, their family or business the way they 
had expected. 

The life insurance underwriting process has changed 
and evolved over the past decade. Insurers understand 
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and can more favorably underwrite many medical con- 
ditions that in the past caused polices to be rejected 
or underwritten at standard or substandard rates. In 
today’s competitive underwriting landscape, those 
costly contracts may be issued at preferred or standard 
underwriting rates. These underwriting develop- 
ments, in conjunction with longer life expectancy 
tables, enhance the need to make sure older contracts 
are still competitive today, alongside newer products 
and contracts. My firm’s experience has presented us 
with plenty of situations where old contracts that were 
structured properly prove to be as perfectly relevant 
for an insured/client today as it was many years ago. 
Similarly, my firm has seen numerous situations where 
older policies reveal that they need to be replaced with 
a stronger, more competitive newer product. 

Life insurance and protection products are evolving 
and changing each and every day. As professional advi- 
sors, each and every one of us, no matter what capacity 
we are in, owe it to our clients to keep up with the 
ever-changing marketplace and product landscape. A 
product placed ten years ago may have been the best 
option available at that time but it may not be current 
or correct for that client today. That does not mean 
anything was done incorrectly a decade ago just that 
their need could be satisfied more efficiently using an 
updated or improved mortality product. 
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Bottom line, don’t assume a life insurance policy 
written many years ago can be stored away and not 
reviewed again until the time of claim. Just as your 
investments or retirement accounts are reviewed on a 
periodic basis by professional advisors, it is critical to 
review life insurance contracts that make up your over- 
all financial and estate planning portfolio. You may be 
surprised what looms below that layer of dust! 
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Chapter 4 


Involvement In 
the Industry 


Se for a new or evaluating your current life 
insurance advisor can be a confusing process. Since 
many agents and advisors wear multiple hats it can 
be hard to know where to begin. Some of the key fac- 
tors you should look for are; designations, industry 
involvement, continuing education, involvement in 
local or national estate planning councils, member- 
ship in industry associations such as MDRT, NAIFA 
or AALU. Additionally you should ask your advi- 
sor whether they have given back to the associations 
that they are members of, have they volunteered 
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their time, and are they a strong advocate for the 
industry? 

Being an advocate for your industry shows an 
increased level of commitment. I have personally been 
involved in numerous lay leadership positions within the 
insurance industry in an effort to advocate on behalf of 
my clients and peers. While I was President of NAIFA 
I worked closely with the sitting insurance commis- 
sioner in the State of Massachusetts to keep that office 
informed of the many issues facing the life insurance 
industry. At the time there were several bills in front of 
the state legislature that would’ve negatively impacted 
the health and long-term care insurance industries. I 
worked diligently with the NAIFA lobbyists and as a 
key liaison to ensure that the proposed bills were not 
signed into law. I am happy to say I was successful. 

I feel my clients as well as my circle of advisors appre- 
ciate the work I did and continue to do on behalf of the 
insurance industry. Additionally, they realize that if I 
can work that hard on behalf of the industry then I can 
certainly be diligent with them and their clients. 

Not only do I stay involved in my local NAIFA 
chapter, but continuously volunteer at the Round 
Table organization. I have given an immense amount 
of my personal time to the organization since my ini- 
tial qualification in 1994. I have served twice on the 
Program Development Committee, held several posi- 
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tions within their Ambassador volunteer army, have 
chaired three MDRT standing committees, and served 
as a Divisional Vice President responsible for oversee- 
ing four different standing committees. During the 
2012 fiscal year, I served as the lay Chair of Zone 8 for 
MDRIT’s Membership Communication Committee 
charged with overseeing membership and promoting 
MDRT throughout the entire United States. Each 
time I accept a role within the organization I learn 
vital information that is often beneficial to the people 
in my life. Whether by improving my leadership skills, 
learning how to increase my productivity and market- 
ing, making my firm more sustainable and stronger for 
my client base, or becoming a better husband to my 
wife, and father to my children, MDRT has given me 
so much. 

The MDRT San Francisco meeting in 2000 was 
a changing point in my career. Strangely it was not 
a main platform presentation or an afternoon focus 
learning session that transformed me, but a dinner at a 
Ruth Chris steak house with ten young and very suc- 
cessful men from the United Kingdom. The guys, all 
of whom were making four times my current income, 
taught me about setting goals and keeping the goals 
in front of me. They showed me how to restructure 
my day-to-day activities through a time management 
microscope and the importance of a good support staff. 
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I returned from that meeting, went straight to my 
local office supply store and bought the largest white 
board I could find. On that board I put my personal 
and financial goals for the remainder of the year so that 
I could visualize them each and every day. This was a 
constant reminder of where I was and where I wanted 
to be both professionally and personally. Keeping my 
goals front and center proved invaluable. By re-focus- 
ing on what I learned at that one dinner I managed 
to qualify for MDRT"s Court of the Table, a financial 
level I had not dreamed of meeting at this point in my 
career. I cannot thank MDRT enough for the introduc- 
tion to those new friends from the United Kingdom. 
Those individuals truly changed the future of my busi- 
ness and career. That dinner enabled me reach for the 
stars and remove the ceiling I had placed on myself. 
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Chapter 5 


Collaborating with 
Professional Advisors 


ip importance of involvement as a member, past 
board member, and volunteer in The Boston Estate 
Planning Council has proven invaluable to me as a pro- 
fessional advisor and as a client advocate. Founded in 
1930, the Boston Estate Planning Council is the oldest 
estate planning organization in the country. From its 
deep roots, the Council has evolved to adapt to robust 
growth in the field of estate planning. What started 
as a membership of bank trust officers and insur- 
ance professionals has expanded to include attorneys, 
wealth managers and accountants. The Boston Estate 
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Planning Council is a thriving multi-disciplinary pro- 
fessional association organized to provide educational 
programs and networking opportunities for estate 
planning professionals in the community. It is also one 
of the largest associations of its kind in the country, 
enjoying record membership, an active board, and a 
clear path for the future. 

I have developed some of my strongest collabora- 
tive relationships through my involvement with the 
Boston Estate Planning Council. Estate Planning 
Councils are a great way to meet other professional 
advisors and it allows them to get to know you as a 
trusted advisor. In order to do the best job possible for 
a client all the professional advisors involved need to 
work in collaboration to ensure you are accomplishing 
the goals and objectives of the particular client. Noth- 
ing is more powerful than working together for the 
good of a client and their family. No one advisor can 
do it all. Professional advisors often need to use a team 
approach towards the goal of favorably and correctly 
solidifying the client’s estate plan. 

Working in a team approach has several benefits. 
First and foremost it is efficient for the client. It allows 
everyone involved to know exactly what the other 
members of the “team” are doing and planning. Sec- 
ondly, it allows everyone to give input into the case 
enabling the best possible out come for the client. 
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Lastly, it enables the client to have each segment of his 
estate plan dealt with by an individual who specializes 
in that specific area. 

In addition to collaborating with people in the 
financial services industry I have reaped rewards from 
collaborating with other insurance advisors who con- 
centrate in areas in which I do not have an expertise. 
Five years ago I structured a strategic relationship with 
an employee benefits firm because I realized I didn’t 
have the expertise or time to properly deal with the 
emerging issues of health care law. I wanted to be able 
to help my clients who needed me and the best way for 
me to do this was to refer them to an agent who I knew 
would provide them with the same level of service I 
always provide. As a professional being able to recog- 
nize your strengths and weaknesses will help you grow 
as a trusted advisor. Do what you do well and surround 
yourself with others that can do the rest much better 
than you. This will always lead to repeat business. 
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Chapter 6 
Thinking Outside the Box 


A, soon as you are introduced to a new prospect your 
job begins. You need to assess and evaluate what the 
prospect needs and what is going to make this individ- 
ual, family, or business want to work with you. When 
all the normal methods fail, and months lead to years 
of procrastination you need to sometimes go outside 
the box. At the end of the day you cannot accomplish 
the client’s mission and objectives if he or she won’t 
implement your professional recommendations. 

A decade into my career I was working with a large 
real estate developer in Boston who was procrastinat- 
ing and would not make a final decision with regard to 
implementing my recommendations. ‘The discussions 
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with his team of professional advisors with regard to 
his life insurance planning had been going on for over 
two and one-half years. He had been examined, under- 
written, and approved twice, but was still dragging his 
feet with regard to implementing the life insurance 
coverage. I decided that he needed something more 
dramatic and out of the ordinary to jolt him into mak- 
ing a decision. I went out and bought a giant ‘loy 
Tonka Truck and pasted $1,000,000 bills, pictures of 
commercial buildings, and other assets he had accu- 
mulated through the years on the outside of the box. In 
addition, I attached two checks to the box, one made 
payable to an insurer for $50,000 and the other made 
payable to the government to cover the estate taxes 
on his $30,000,000 that would become due upon his 
death. I enclosed a note that read, “Bill you have spent 
a lifetime building, growing, and accumulating a very 
large estate, and I want to be the one to help you secure 
this wealth for your family. There is still time to decide 
which one of these checks is going to be signed.” I had 
no idea how this client was going to react to my pack- 
age, but after two and one-half years I figured I had 
nothing to loose. On Sunday morning I received a call 
from Bill. He had opened the box in front of his entire 
family and he realized at that moment that he had to 
secure his life insurance coverage. A simple child’s toy 
truck made my client re-evaluate his decision making 
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process and helped me place $30,000,000 of life insur- 
ance coverage. 

As professional advisors we need to sometimes 
do things other advisors are not willing to do. I 
could have easily walked away from this prospective 
client after two and a one-half years of frustration, 
but I was convinced their family needed my help. I 
tell you this story because sometimes it is easier to 
walk, but walking away is often the worst move you 
could make. 

Clients don’t want to think about dying or coming 
face to face with their potential mortality. It is often 
hard to motivate a client who sticks his head in the 
sand, but it is our job as their advisors to motivate 
them to take action. We don’t know when the cover- 
age will be necessary but inevitably death will occur for 
each and every one of us. We need to plan today since 
we don’t know if that day is tomorrow or five decades 
from tomorrow. 

How do you get a client to move you from extrane- 
ous to the essential item on their to-do list? When a 
client is dragging their feet I sometimes send them an 


“TI surrender” letter. 
Dear Mr. Prospect, “I surrender. I am 


throwing in the white flag. At this point 
in time I am writing due to the simple 
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fact that I really do not know how to han- 
dle this situation. I can honestly say that 
in the twenty plus years of being in the 
business of providing clients with valu- 
able life insurance coverage, I have never 
encountered a situation in where I do not 
really know what you as the client want 
the end game to be, having life insurance, 
or not having life insurance. Please give me 
a call first thing next week so we can dis- 
cuss the next steps. If I don’t hear from 
you by Tuesday, I will give you a call to 
go over this.” 


It is amazing how many times you will get a call 


and from the client wanting to implement a plan you 
thought would never be finalized. 
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Chapter 7 
Understanding the 


Underwriting Process 


Peciiieen and aggressive underwriting is the single 
most important factor in dictating the cost of insur- 
ance, yet very few insurance agents truly understand 
the intricacies of the underwriting process. At my firm, 
we always leverage our large volume and personal rela- 
tionships with senior underwriters to obtain the best 
possible underwriting offers from the carriers, result- 
ing in the most competitive offers for our clients with 
respect to pricing and coverage. 

A client’s travel, medical history, family history, avo- 
cations, motor vehicle report issues, drug and alcohol 
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history, and financial justification all influence the cost 
of coverage. Insurance Companies have fixed premi- 
ums on all their products. Whether an agent has been 
in the business for two weeks or twenty years a better 
price with regard to a certain underwriting class cannot 
be negotiated; however, the twenty-year veteran should 
be able to lower the underwriting category for the cli- 
ent, thereby lowering the overall premium payment. 

The utilization of a cover letter can prove invaluable 
to the underwriting process. A well thought out cover 
letter can put a human element to an otherwise cold 
insurance application. The letter should include the 
insured’s family dynamics, a background from a per- 
sonal, business, and community perspective, as well as 
explain the purpose behind the insurance being applied 
for. The letter helps paint a picture for the under- 
writer and allows them to see the insured in a light that 
often cannot be accomplished solely through the ques- 
tions on the application. On more than one occasion | 
underwriters have told me how valuable it was to have 
an informative cover letter accompany an application. 
An informative cover letter can prove to be a differen- 
tiator on the rating an agent receives. 

My philosophy is to make my clients my top priority. 
I expect carriers to respect and honor that philosophy. 
My relationship with over 35 of the leading insur- 
ance companies ensures that my clients receive the 
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most cost-effective and appropriate products at all 
times. My personal attention and care coupled with 
my methodical evaluation of each carrier’s products, 
size, strength, product portfolio, and reputation in the 
industry ensures that my clients receive the coverage 
that is most competitive and fit for their needs. The 
difference between a favorable and not so favorable 
underwriting result for a client can mean a significant 
cost differential. 

Not all insurance companies are created equally. 
When you are in a situation where you are receiving 
quotes from multiple carriers there are several factors 
that need to be evaluated in order to match up apples 
to apples. Insurance companies are rated by various 
agencies. These ratings take into account the com- 
pany’s financial strength, its ability to pay claims, and 
customer satisfaction. The rating system utilizes a let- 
ter grade system with “AAA” being the best and “NR” 
being the worst. To add a layer of confusion to this, 
often companies that have the same or similar ratings 
will have differences within their product portfolios, 
medical requirements and death benefit retention lim- 
its. A detailed review is required to ensure that your 
client can receive what he wants not only today but 


down the road as well. 
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Chapter 8 


The Importance 
of Poicy Review 


Po pte buy insurance and move on, as does their agent. 
It is critical to periodically go back and review the plans 
that were established years ago when your estate plan 
may have been significantly different than it is today. It is 
unlikely that your agent is reviewing your in force insur- 
ance policies to determine if they are still performing the 
way they were originally structured to. Additionally it is 
unlikely that your agent is aware of a divorce, a change 
in the family dynamic, or the opening or closing of a 
business entity, all of which are scenarios that can affect 
the ownership and beneficiary information of a policy. 
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Conducting a policy audit more often than not 
uncovers issues that require changes to the current 
policy. It is very important to not let things lie stag- 
nant. You should continually review your insurance 
policies with your agent the same way you review your 
investments and other important financial instruments 
with your financial advisors. 

Individuals, families, couples, and business owners 
buy life insurance policies to serve different needs at 
different points in their lives. Frequently these policies 
are purchased from several different insurance advisors 
over the course of many years. Upon receipt, these 
policies are usually placed somewhere for safekeep- 
ing where they then sit for years, generally forgotten. 
Things change, time goes by, and people grow older 
and move on to new ventures and opportunities. 
Decades may go by and theses same policies remain 
tucked away. For these people who purchased life 
insurance maybe 10 or 15 years ago a great deal has | 
changed. The changes in these peoples’ lives require 
an analysis of their current life insurance portfolio. 

The insurance policies of today are vastly different 
from those that were issued as recently as a decade ago. 
The insurance industry has responded to one of the 
most important changes in the human race, longer life 
expectancies. By using the more current life expec- 
tancies tables you can often offer your client reduced 
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premium costs. Secondly, ongoing product develop- 
ment and enhancements have led to better performing 
products and products with highly desirable new fea- 
tures and benefits. For example, there are currently 
“hybrid” products that combine both life insurance 
and long-term care protection. Lastly, there has been 
a consumer shift toward stronger guarantees, making 
products like traditional whole life and universal life 
with guarantees more popular. These guaranteed per- 
manent products offer fairly positive internal rates of 
return even in the later ages in life making life insur- 
ance a viable asset class to consider for any portfolio. 
A Life Insurance Portfolio Analysis provides a client 
with an immense amount of value. I frequently work 
with fee-based financial planners, boutique investment 
advisory firms, CPAs and attorneys who refer me their 
clients who may not have an actively involved insurance 
professional or one they feel comfortable with. The key 
to this analysis is to remain focused on these questions: 


¢ Why did the client purchase the life insurance? 

* Do these reasons still exist today? 

¢ Is the policy performing in a manner that meets 
the client’s objective? 

* Can the policy be structured to add benefits at the 
same cost to the client or keep the benefits con- 
stant at a lower annual outlay of cash? 


ye) 


Buy Your Tommorrows Today 


Recently I met with a couple that had purchased 
eight yearly renewal term insurance contracts over 15 
years ago. With all the advancements in guarantees and 
simplicity of design in term insurance today, it made 
sense to exchange these old contracts for new term 
insurance that would provide an improved death ben- 
efit, lower their annual outlay of cash, and guarantee 
level premium for a certain period of time. This review 
additionally led to discussion on the use of survivorship 
life insurance as part of the couples overall estate plan. 

In another situation, I met with a woman whose hus- 
band had passed away a year earlier. While her husband 
was alive he had bought a survivorship life insurance 
policy. This contract required $45,000 in annual pre- 
miums to fund the seven million dollar death benefit. 
The contract as initially illustrated was to be paid up in 
ten years; however, due to dividend reductions it had 
not performed as planned. I went back to the existing 
carrier and requested multiple in-force illustrations. . 
Her policy had accumulated approximately $850,000 
in cash value but was currently projected to require 
another ten years of premium payments (an additional 
$450,000 in out of pocket expense). With her good 
health my recommendation was to use the $850,000 of 
cash value in this policy to fund a new single premium 
life policy that would maintain the seven million dol- 
lar death benefit and require no additional premium 
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payments. The wife would continue to have the death 
benefit coverage for the remainder of her life and I 
alleviated the $45,000 annual drain on her investment 
portfolio draw. 

Annual premium payments are a very big concern to 
people especially as they become older and often times 
rely ona fixed income. A few years ago I was referred to 
a relatively healthy couple in their early seventies who 
had managed to accumulate ten different life insurance 
policies. They were spending approximately $400,000 
annually in premium payments and due to his recent 
retirement were concerned about their annual cash 
outlay. I began by reviewing their life insurance portfo- 
lio and multiple in-force illustrations. I recommended 
that they keep a majority of the policies; however, sev- 
eral were in need of updating. 

We went through the underwriting process and I 
made several recommendations. The couple imple- 
mented my recommendations and reduced their 
annual premium payments to $100,000 without 
diminishing any of their death benefit. The changes 
were simple; by replacing the old policies with guar- 
anteed universal life contracts I was able to reduce 
their cash outlay by seventy-five percent. Everyone 
was happy with this result. 

Not every review goes that smoothly or easily. 
Recently I was introduced to a divorced couple that 
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had purchased four survivorship policies while they 
were married. They were currently splitting the pre- 
mium payments but were looking for a way to cut costs 
without jeopardizing their insurance coverage. Iwo of 
the contracts were policies purchased through a split 
dollar arrangement with an employer and were in dan- 
ger of lapsing. The third contract was a survivorship 
variable life contract that had had significant losses due 
to poor market performance and underfunding. This 
contract would require significant additional premium 
payments to keep it viable. The final policy was in 
great shape. As we worked through the restructuring, 
we decided to use the equity in the three faulty con- 
tracts to purchase one single premium ‘survivorship 
policy with a comparable death benefit and no addi- 
tional premium outlay. This action relinquished the 
ex-wife of any future premium payments and allowed 
the husband to purchase an individual policy for the 
benefit of their children with the money he would’ve 
been spending on the four survivorship policies had 
they remained in-force. 

Insurance products are complex financial instru- 
ments, heavily impacted by interest rates, dividend 
performance, mortality charges and expenses, and 
investment results. You need to remain at the forefront 
of insurance, financial, and tax law trends in order to 
provide your clients with the greatest benefits. Hav- 
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ing a large breadth of knowledge to objectively assess 
product pricing, design, and adequacy of funding, and 
the identification of newer products with superior fea- 
tures and cost savings is mandatory. This information 
allows the insured, their families, outside advisors and 
you to determine whether they should pursue a differ- 
ent strategy or update their current coverage. 

Not only does a Life Insurance Portfolio Analysis 
provide immense value to the policyholder, it can pro- 
vide you with the opportunity to expand your business 
and work with new people. Most people you get the 
opportunity to sit down with will have some form of 
insurance in place before your meeting; however, pro- 
viding them with a professional, objective, third party 
assessment of those policies will create a trust that will 
enable you to help them put the correct policies in 
place to meet their current financial goals. 
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Chapter 9 


Determining The 
Proper Protection 


AN a professional advisor it is your job to determine 
the needs of your client with regard to themselves, their 
families, and/or their business. Although a face-to-face 
meeting or conference call is often a good beginning, 
I have found that having my clients prepare a simple 
one-page fact finder is a nonexpendable exercise. The 
fact finder enables me to properly determine the nec- 
essary amount of life, disability, and/or long term care 
insurance that will be required to meet the client’s long 
and short term goals. It is important for all agents to 
be able to help with a client’s insurance needs analysis. 
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When helping a client determine the proper amount 
of life insurance to apply for the fact-finding element 
is imperative. Whether the insurance is for personnel 
planning, income replacement, securing educational 
funding, charitable, estate, corporate, key person, or 
a buy sell agreement the process should be the same. 
You need to know your client’s objectives. 

In addition to understanding your client’s objectives 
you need to be prepared to give them your professional 
recommendations. It is extremely rare to find a client 
who is or wants to be over-insured. More often than 
not, a client is woefully under-insured in their current 
life insurance portfolio. People need to be honest with 
themselves so that the proper amount of coverage can 
be secured. I always tell clients that life insurance is 
purchased for two reasons, either you love someone or 
you Owe someone. 

When helping a client determine the proper amount 
of disability insurance the first step is often convincing 
them of its importance. Disability insurance should be 
a necessity in any client’s overall financial plan. The 
ability to earn an income is critical to accumulating 
assets and building a portfolio. If the client’s ability to 
earn an income is taken away so does his or her ability 
to provide for their family or business. Critical factors 
in determining the proper amount of coverage include 
how much income is needed for core necessities and 
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how much is needed to help fund retirement assets. 
In determining the proper amount of disability insur- 
ance to recommend, you need to determine a client’s 
monthly budget, whether they could continue to cover 
their necessities with out any supplemental income, 
and the type of disability coverage if any they have 
with their current employer. 

When dealing with a client who is a business owner 
you would be remiss if you did not discuss the values of 
an individual white collar guaranteed issue plan and/or 
fully underwritten portable disability insurance plan. 
There are certain parameters within a company that 
will need to be met in order to obtain these guaranteed 
issue contracts. 

In determining whether one of these plans is right 
for your client the following questions need to be 
answered: 


¢ What percentage of income is covered by your 
current plans? 

¢ Does the plan cover base salary only? 

¢ What is the maximum monthly benefit? 

¢ Is the plan employer-paid or employee-paid? 

¢ Are bonuses covered? 

¢ Do you have incomes in excess of the group LI'D 


maximum? 
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Guaranteed Issue Plans have no detailed medical 
underwriting nor do they require any financial docu- 
mentation. Each applicant must answer gatekeeper 
questions and all applicants who meet the conditions 
for eligibility will be issued a portable policy at standard 
discounted unisex rates, with no medical exclusions or 
limitations. I have found these types of policies very 
useful in bridging the gap between what an individual 
needs and what he or she is being provided under their 
basic group disability plan. 

The third type of insurance coverage that you should 
discuss with your clients is long-term care insurance. 
There are three types of coverage that someone can 
choose from when considering adding long-term 
care (“LTC”) coverage to their overall financial plan. 
These include, Traditional UTC, Asset based LTC, 
and Hybrid LTC. In determining which product best 
meets your client’s needs you need to determine their 
goals and objectives. ‘The three most important ques-. 
tions you need to have your client answer are: 


1. Does your client want to leave an estate to his or 
her children? 
2. Where does your client want to receive care? 
3. What level of care does your client require? 
‘Traditional LTC insurance plans often work 
best for clients who are less liquid but have plenty 
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of income and want to buy a stand-alone prod- 
uct. These clients are usually not concerned about 
whether or not they actually ever use the plan and 
instead treat it similar to car and homeowners 
insurance. ‘The attributes include individual and 
shared care plans, survivorship riders, partnership 
plans, and limited pay options. 

Asset based LTC plans are combination prod- 
ucts typically purchased with a single premium 
payment. The attributes include a death benefit 
for the beneficiary, money-back guarantee of pre- 
mium, guaranteed benefits, and a streamlined 
application process. 

Hybrid LTC plans are traditional life insurance 
policies with long-term care riders. For clients 
who would like to have a benefit for their fami- 
lies regardless of whether the policy is used for 
long-term care or not, having life insurance with 
a built-in living benefit rider is the perfect mecha- 
nism to accomplish their goal. There will always be 
a death benefit since this is a life insurance product 
at its core even if the long-term care rider is never 
used. The features of a Hybrid LTC plan include 
traditional life insurance underwriting, guaranteed 
payouts, and LTC benefit equal to either one, two, 
or four percent of the death benefit. 
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Chapter 10 


Term vs. 
Permanent Insurance 


Wrat life insurance contract is best for you, your 
family, and your business depends on your family’s 
individual needs. In general life insurance tends to 
be a difficult product for prospects to understand and 
ultimately purchase. People often put purchasing life 
insurance on the back burner because they are con- 
cerned about making the wrong decision. Additionally, 
the language often found in these policies is extremely 
cumbersome and hard to understand. ‘To make matters 
more complex there is often the term vs. permanent 


insurance debate. 
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Financial publications and investment advisors often 
suggest buying term insurance and investing the dif- 
ference. This theory is viable and can work depending 
on the length of time coverage is needed; however, the 
majority of consumers do not invest the difference and 
once the premium for the term insurance becomes too 
expensive they lapse the coverage. Term products are 
priced at a much lower annual rate than permanent 
insurance because insurance companies bank on the 
fact that the insurance will likely not be in force at the 
insured’s normal life expectancy. Research has actually 
shown that only one percent of all term life insurance 
contracts actually result in a death claim. 

Term life insurance is a very viable option for clients 
who do not have sufficient cash flow or a long term 
need for permanent insurance. There are a variety of 
term life insurance products in the marketplace today. 
Level term insurance can be structured with guar- 
anteed level premiums for 10, 15, 20, 25, or 30 year | 
periods of time. 

Term life insurance ensures financial stability for 
a family in the event of an untimely death. When a 
young family has future tuition commitments and or 
income replacement needs, the need for life insurance 
is critical. Term insurance can play a vital role in alle- 
viating these short-term concerns. 

‘Term life insurance is very useful when there is a 
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short-term need for death benefit protection; how- 
ever, when the need is long-term, the only choice is 
permanent life insurance protection. Permanent life 
insurance can be found in two major forms, Whole 
Life and Universal Life. 

Whole life insurance provides lifetime death benefit 
coverage for a level premium. Premiums are tradi- 
tionally higher than term insurance at younger ages, 
but as term insurance premiums rise with age at each 
renewal, the cumulative value of all premiums paid 
across a lifetime are roughly equal if policies are main- 
tained until the average life expectancy. A whole life 
contract allows the policyholder access to a cash value 
reserve, which is part of the policy and guaranteed by 
the company. This cash value can be accessed at any 
time through policy loans and are received income tax 
free under current U.S. tax law. Policy loans are avail- 
able until the insured’s death. If there are any unpaid 
loans at the time of the insured’s death, the insurer sub- 
tracts the loan amount from the death benefit and pays 
the remainder to the beneficiary named in the policy. 

Universal life insurance is intended to combine per- 
manent insurance coverage with greater flexibility in 
premium payment, along with the potential for greater 
growth of cash values. There are several types of uni- 
versal life insurance policies including traditional fixed 
universal life insurance, variable universal life, guar- 
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anteed death benefit universal life, and equity indexed 
universal life. 

A universal life insurance policy is similar to a whole 
life policy as it includes a cash value element, but the 
similarities between the policies ends there. In univer- 
sal life products, premiums increase the cash values 
but the cost of insurance usually reduces it. With the 
exception of variable universal life, interest is paid at a 
rate specified by the insurer; this helps to increase the 
insured’s cash value. Variable universal life cash values 
ebb and flow relative to the performance of the invest- 
ment sub-accounts that the policy owner has chosen. 
The surrender value of a universal life contract is the 
amount payable to the policy owner after applicable 
surrender charges, if any. Universal life in general 
accords the policyholder more freedoms, as both the 
premiums and death benefit are flexible. 

Flexible death benefit means the policy owner can 
choose at any time to decrease the death benefit. Addi- | 
tionally he or she can choose from two different death 
benefit options (usually referred to as A and B) and 
change this selection at any time during his or her life. 
Option A is often referred to as a level death benefit. 
Option B pays the face amount plus the cash value. 

There are almost no financial products other than 
life insurance that enable an individual to access assets 
on a tax-effective basis, have tax-free and tax-deferred 
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benefits under current U.S. tax law, protect against 
premature death, and hedge against inflation. It is a 
great time for consumers to think about permanent 
coverage. In the 1990's individuals who purchased per- 
manent life insurance were ridiculed for taking their 
money out of the stock market but today these policies 
are flourishing just like the policies purchased by their 
parents and grandparents. 

The upside potential for cash value life insurance 
both fixed and variable will never be greater. Looking 
at permanent life insurance as an asset class makes per- 
fect sense. When you look at premiums paid to death 
benefit received and you evaluate those internal rates 
of return, it justifies the use of life insurance as part of 
a client’s fixed income portfolio. 

The personal, business, and estate needs that present 
themselves through a client interview help determine 
which permanent life insurance is the appropriate 
product. Permanent life insurance can do more, be 
more, and allow families to have more than most other 
products on the market today. A properly structured 
permanent life insurance program will likely last a life- 
time. Some form of life insurance needs to be the base 
of every financial plan. 

Financial products today tend to be transient, lack 
permanence, and are well suited to a society that wants 
a quick and easy answer. Long-term success is nei- 
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ther quick nor easy. A strong financial pyramid needs 
a concrete foundation, one anchored with permanent 
life insurance. Permanent life insurance makes the 
pyramid strong and secure while allowing the client 
the flexibility to craft a policy that caters to his or her 
particular needs. 
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Life Insurance Trusts 


Peace Life Insurance ‘Trusts (ILIT) can be 
extremely important. By not properly structuring the 
ownership of a life insurance policy you can create and/ 
or compound the estate tax due. When your client’s 
estate is of a size where additional life insurance would 
create an estate tax or add a significant amount of capi- 
tal to an estate the client’s legal or tax advisor should 
be contacted to determine if the client currently has a 
legal document that could own the new life insurance. 

If there is a need for an ILIT then it is your duty to 
not ignore the ownership and beneficiary issues that 
present themselves. If an ILIT does not currently exist 


you need to provide your client with the name of at 
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least one competent attorney who specializes in estate 
planning or taxes. Although this may prolong and 
complicate the process of selling your prospect insur- 
ance, it is your duty to do the right thing for the client. 

The word “irrevocable” means the client needs to 
be certain with regard to their decisions relating to the 
trust powers since once the ILIT is finalized it is almost 
impossible to change. The choice of a trustee is a cru- 
cial issue, as is the decision as to how the proceeds of the 
trust will be distributed to the beneficiaries. ‘These are 
decisions that could potentially prolong the process of 
getting the trust established and the insurance in place. 

To properly fund an irrevocable life insurance trust, 
the trustee cannot apply for insurance before the date 
on which the trust is established. This means that the 
period between establishing the trust, applying for the 
life insurance, getting the offers, and placing the case 
can be anywhere from four to six months. This time 
frame should be concerning to the client who wants. 
to protect their family efficiently; however it does not 
have to be this way. 

Clients can start the trust process with their attorney, 
and the insurance agent can start the application pro- 
cess concurrently. I have my client sign the application 
as the “insured” and leave all the “owner” and “appli- 
cant” signatures blank. The client can sign and date the 
HIPPA and HIV forms, and submit to the insurer a 
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copy of the application leaving the ownership and ben- 
eficiary sections blank. In the cover letter to the insurer, 
we explain that a trust is being drafted, and once it is 
established and dated; we will get the complete signed 
and dated original application to the insurer. 

The client can be examined, attending physician’s 
statements can be ordered, and the underwriting pro- 
cess begins without a signed or dated application. 
While the underwriting process is underway, the trust 
drafting process can hopefully be completed. I also 
find that trust documents are often completed faster 
when the attorney knows the underwriting approval is 
only a few days away. 

Once the trust is properly signed and dated by the 
grantor and the trustee, I have the trustee sign and 
date the original life insurance application after filling 
in the ownership and beneficiary designations with the 
complete trust information including the name, date, 
and tax identification number. Since the underwriting 
process has already been completed I can usually have 
the new trust owned life insurance policy issued and 
placed within a week. 
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Chapter 12 
Don’t Let 
Your Policy Lapse 


li your client does not pay his insurance premiums, 
his policy will lapse. Getting insurance coverage back 
after it has lapsed is called a “reinstatement” and it 
can be complicated. ‘Typically, the policy owner has 
a 31-day grace period to pay their premiums. At the 
end of the grace period a term insurance policy will 
immediately lapse if the premiums remained unpaid. 
A permanent insurance policy will not lapse until 
there is insufficient cash value in the policy to pay the 
premiums due. Once the policy lapses the protection 
ends. This means beneficiaries will not receive any 
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payment in the event of the client’s death. All money 
paid into the policy is forfeited and the policy no lon- 
ger has any cash value, if it was a cash value policy to 
begin with. 

Life insurance lapse rates have declined according 
to a recent study by the Life Insurance and Market- 
ing Research Association (LIMRA). This is great news 
for the insurance industry. Additionally, LIMRA‘s 
study found that lapses are most often seen in younger 
and older buyers, and the reasons for this seem self- 
explanatory. Younger buyers are hard to please and 
they are constantly looking for the next great deal or 
big bargain. Older buyers are often concerned about 
retirement and a fixed income. 

I recently had an elderly client call me during the 
grace period on his policy to discuss his options. He 
had purchased a $10,000,000 insurance policy at the 
age of 75 and was not sure whether the premiums 
justified the payout. I explained to him that many 
insurers have implemented stricter guidelines on the 
sale of new insurance to people over the age of 75 
and thus if he let this policy lapse it would be unlikely 
that he could receive new insurance down the road. 
Insurance companies are very concerned about the 
over 75 life insurance market because more and more 
policies are being purchased by people with the inten- 
tion of reselling their large face amount policies, at 
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a significant profit, in a secondary market funded by 
deep-pocket investors and hedge funds. 

I explained to my client that investment groups and 
well-funded companies are looking to purchase these 
policies from existing policy owners, and if they think 
it is a good investment, then think of how valuable the 
policy must be as an investment for the family. He 
could always sell the policy at a profit if he did not 
want to continue paying the premiums, but the policy 
would need to be in effect for him to do so. Five years 
from now when he is 80, depending on his health, that 
$10,000,000 policy might have a secondary market 
value of two to four million dollars (well over its sur- 
render value). 

His insurance policy was owned by an ILIT. If he 
kept the policy the $10,000,000 of life insurance would 
not only be income tax free to the beneficiaries, but 
estate tax free as well. $10,000,000 in estate tax free 
money is roughly equivalent to $20,000,000 of person- 
ally owned assets. Based on the client’s current net 
worth, his estate was likely to be valued by the govern- 
ment at close to $50,000,000. Assuming a tax rate of 
approximately fifty percent, his estate would owe the 
government more than $22,000,000. 

Without the $10,000,000 policy in place his estate 
would be required sell $24,000,000 of real estate hold- 
ings to pay the tax. $22,000,000 would be profit and 
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$2,000,000 would fees for the legal, appraisal, and bro- 
kerage fees on the sale. This would leave the family 
with $26,000,000 in assets. Although $26,000,000 does 
sound like more than enough, to put it in more simple 
terms, they would loose half of their inheritance. Addi- 
tionally, the heirs would loose the income from and 
growth of that property forever. The client took my 
suggestion, and kept his policy in force. 

Ifa client does let a policy lapse it is possible to get that 
policy reinstated. Each insurance company has a differ- 
ent grace period to reinstate a lapsed insurance policy. 
Reinstating a policy at a minimum requires repayment 
of all overdue premiums with interest. A client will 
also be required at a minimum to sign a “certification 
of health” and depending on the length of time since 
the end of the grace period, may be required to retake 
the medical exam and face new, higher premiums. If a 
policy cannot be reinstated, the client risks new insur- 
ance at a higher rate or even worse denial of coverage. » 
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Incorporating Long 
Term Care Insurance 
into Your Financial Plan 


ne would your client pay for long-term care ser- 
vices? Would your client be able to pull $200,000 from 
his or her retirement savings to pay for three years in 
a nursing home? ‘Traditional long-term care insurance, 
hybrid long-term care products, and permanent life 
policies with long-term care riders are financial tools 
that enable a client to alleviate or at a minimum reduce 
the cost of a visiting nurse, assisted living, therapy, or a 


personal care aide. 
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It is important to incorporate long-term care into 
a clients overall financial strategy. Neither health nor 
disability insurance will cover a client’s long-term 
care costs. Additionally, government programs like 
Medicare will only pay for short periods of care, and 
Medicaid will only cover the very poor -- those whose 
assets are at or below state-required levels. 

Purchasing long term care insurance is extremely 
reasonable and can fit within almost any budget; how- 
ever, the younger and healthier your client is when 
they apply, the lower the premiums will be. When 
structuring long-term care insurance the key is to 
select the option that gives an appropriate level of pro- 
tection at the best rates. The first step in making this 
determination is having your client research the costs 
of home health care, assisted living facilities, and nurs- 
ing homes where they would be interested in receiving 
care. Don’t let them rely on national average numbers 
because costs can vary greatly from city to city and 
region-to-region. For example, nursing home prices 
in Birmingham, Alabama are much less expensive then 
in Boston, Massachusetts. 

Few people regret purchasing car or homeowner 
insurance when an accident or incident takes place. The 
coverage earned is far greater than the annual premi- 
ums paid, especially when you consider the alternative: 
paying for a new car or a new home out-of-pocket. The 
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same is true of long-term care insurance. The benefits 
paid out under a long-term care insurance policy for 
one year alone can often exceed the cumulative pre- 
miums paid into the policy over many years. More 
important, long term care insurance helps to protect a 
client’s retirement savings and allows them more inde- 
pendence and choice in how and where they receive 
their long term care services when they need them. 
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Chapter 14 


Asset Repositioning: 
A Winning Strategy 


When a client has an investment asset that is con- 
sidered money that they are never going to access, 
or is earmarked for the next generation; we often ask 
ourselves if there is potential to leverage this particu- 
lar asset into a larger and more tax efficient total in 
the future. Often times that answer is yes, one way to 
accomplish this is in the form of permanent life insur- 
ance held in an irrevocable trust. 

The repositioning of assets throughout one’s lifetime 
can help lessen the exposure to taxes and other transfer 
expenses at death. This concept can be utilized by cli- 
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ents with all types of investment vehicles, but tends to 
gain the most traction with those who have qualified 
investment accounts that fit the criterion mentioned. 
With the uncertainty relative to both income and 
estate taxes going forward, a client could potentially 
see an asset taxed as high as fifty percent of the value 
upon death. Life insurance can work as a tremendous 
outlet in which to reposition this type of asset because 
of the tax-free nature of the death benefit, and death 
benefit being estate tax-free if held in an Irrevocable 
Life Insurance ‘Trust. 

In order for this plan to work, there is the need for 
a planning team that consists of the investment advi- 
sor representative, an estate-planning attorney, and of 
course, the insurance professional. Since we started 
showing this strategy to investment advisor repre- 
sentatives that we collaborate with regularly, we have 
been introduced to a number of clients that fit into this 
planning scenario. 

For the investment advisor representative this strat- 
egy is beneficial to them and their clients on a couple 
of levels. For the client, using systematic withdrawals 
from an asset, or required minimum distributions to 
fund a life insurance policy in a trust creates an addi- 
tional pool of money for their heirs at death that can 
help offset any potential taxes. In the event that taxes 
at death are not relevant to your client, this strategy is 
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just as powerful to clients either making annual gifts to 
family, or inclined to leave a legacy to the next genera- 
tion. In addition, I have often seen the internal rates 
of return on the death benefits at say, age 90, to be 
well north of 6% for individual policies, and as high 
as 8% when utilizing survivorship life policies. These 
internal rates of return are often more attractive to cli- 
ents in their 60’s and 70’s; than the potential losses that 
their annual gifts or required minimum distributions 
could be exposed to in the market. 

For the investment advisor representative, this plan- 
ning solution often leads to the potential of future 
business in the years to come. Whether this death 
benefit is ultimately used for taxes or is unknown is 
inconsequential. Upon death of any insured, the invest- 
ment advisor representative (and insurance professional) 
will be the ones to deliver the impending life insurance 
proceeds to the next generation. This strategy opens 
the doors to a consistent pipeline of future business and 
investible assets to secure. It is very rare that we imple- 
ment a strategy like this without a “family meeting”. 
These meetings are the beginning stages of building 
the “family” client, which we know is what all advisors 
look to build their business around. If the insurance 
proceeds are needed for taxes upon death that alleviates 
the need of the investment advisor representative to sell 
any securities to offset the impending tax bill. 
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Whether our clients use a systemic withdrawal 
strategy from an IRA, or liquidation strategy (in con- 
junction with Required Minimum Distributions) to 
fund the life insurance policy the end results look 
favorable. Here is a brief example of a client that we 
worked with recently, who saw the benefit of utilizing 
their retirement account to fund a “legacy” for their 
grandchildren. 

Our client was a couple, ages 73 and 71 in good health, 
with two grandchildren. The couple had been gifting 
the maximum amount to each grandchild for years. 
Along with their investment advisor representative, we 
showed them a strategy using half of the existing gift 
of $26,000 to fund a second-to-die life insurance policy 
held in trust. This would still enable the grandparents 
to continue giving each child $13,000 per year, while 
also providing a future tax-free death benefit well over 
$1,500,000 ($750,000 per grandchild) upon the second 
death. The internal rate of return on this investment 
when looking at premium paid to death benefit paid was 
over 6.5% at age 95, and very appealing to these clients. 

As you build relationships with investment advisor 
representatives, talk to them about their clients that 
have accounts like these, and it will lead to some great 
planning opportunities for clients. 
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Chapter 15 
Mentorship, Networking 
& Study Groups 


less from, sharing with and giving back to oth- 
ers is paramount to your success as a professional 
advisor regardless of whether you specialize in bank- 
ing, insurance, investment, law or accounting. Over 
the past two decades I have learned many things about 
what makes professional advisors tick, why some fail, 
and others succeed. During my first few years in the 
insurance business I incessantly asked questions to 
local insurance advisors who were at the top of their 
game. One of these advisors invited me to participate 
in a study group he had established for up-incoming 
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agents in the Boston area. This advisor was legend- 
ary for seeing clients and closing sales and I jumped at 
the opportunity to learn and absorb everything he had 
to say. What I found interesting at the first meeting 
was how he credited his success to the man who had 
mentored him. He was now giving back. What I came 
to realize was successful people learn from those who 
were successful before them. It turned out that each 
and every top producer who had spent time in my Bos- 
ton insurance agency had had a close mentor at some 
point in time during his or her career. You learn things 
from those who have done it before you that cannot be 
taught in a classroom, learned from a book or a bro- 
chure, or spoken at a training session. 

After three years of success in the insurance busi- 
ness, my father-in-law invited me to come work out 
of his insurance office and learn some of his best 
practices. I was hesitant to accept this most gener- 
ous offer, but came to realize that it would be crazy 
to pass up the opportunity learn from one of the best 
minds in the industry. I accepted his offer and never 
looked back. We spent over a decade together learn- 
ing from each other, although I know I received a lot 
more than I gave back, but in the end, it was fruit- 
ful for both of us. Finally in November of 2011, I 
decided to spread my own wings and launch my own 
firm, Appel Insurance Advisors. My father-in-law was 
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a terrific mentor in the life insurance business to me 
when I needed one. 

Today I mentor six agents all of whom have been 
in the insurance business for less than three years. It 
excites me to help them succeed and to have such a 
positive impact on their careers. There are things they 
have learned and will continue to learn from me that 
cannot be found in training materials, things that you 
can only be learned from a seasoned veteran. 

Mentorship is transparent across industries. When I 
look at the lawyers, accountants, bankers, and invest- 
ment professionals I deal with on a daily basis, the ones 
who have risen to the top of their professions, they are 
individuals who were smart enough to learn and listen 
from those who came before them. Having a person 
you can call a mentor is invaluable to the success you 
will see in your. profession. Be a mentor if you’ve seen 
success or find a mentor if you’re new to your industry. 

Your success will not hinge solely on the mentor you 
select. You need to do more, take initiatives. One way to 
do this is by joining a networking group. ‘Through the 
years I have been part of successful groups and groups 
that have failed, if finding success you must deter- 
mine what type of group works best for you. I always 
believed that what I put into a group would directly 
correlate to what I got out of a group, but over time 
I realized this was not the case. I found that groups 
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that included many different disciplines didn’t work 
well for me, I would work well with the attorneys and 
accountants, but most other fields didn’t really under- 
stand how to properly refer an “insurance” prospect 
to me and I did not always have referrals to give them. 
Today I am involved in a small networking group with 
representation by disciplines that all have the ability to 
refer to one another. All members are at a minimum 
tangentially involved in the estate-planning field. I 
have found this small networking group works well for 
me and the other advisors involved. We traditionally 
meet quarterly with two additional dinner meetings. 
This year we are trying a one-day offsite meeting to 
share some best practices and help each other with our 
individual business goals. 

In addition to my networking group, four years ago 
I established a study group consisting solely of other 
insurance agents. The common thread that ties us all 
together is our membership in the MDRT-: The group 
which consists of five guys from different parts of the 
country meets semi-annually with an additional two 
to three formal conference calls per year. We have 
become an extremely tight group. Members are known 
to offer support to each other either in person or by 
phone, sometimes as often as weekly. I encourage you 
no matter what your professional discipline to find a 
group of like-minded professionals that you can learn 
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and share best practices with, offer or receive encour- 


agement from, and mutually help attain personal and 
professional goals. 
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Chapter 16 
Referrals, Golden Nuggets 


and Best Practices for 
the Professional Advisor 


| hate asking for referrals. I won’t ask clients, neigh- 
bors, friends or business associates for referrals even 
under duress. The concept of asking and receiving 
referrals seems easy and straightforward, but it has 
always eluded me. I have a problem asking prospects, 
advisors and clients for names of others they feel I 
could do business with. My practice today thrives on 
a consistent flow of qualified referrals that pour into 
my practice the easy way, without asking for them. My 
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goal is to share with you a few nuggets and processes 
I have implemented that help me keep a constant flow 
of names on my prospective client list without hav- 
ing to solicit referrals. Ways you can market yourself 
and turn your civic, charitable, virtual networking, and 
professional contacts into your own personal business 
ambassadors and referral centers. 


1. Introduction Audits 

Do your immediate circles really understand what 
you do for a living? Creating business ambassadors in 
your community is a key to success. You need your 
friends, neighbors, clients, clergy, and local business 
people to know exactly what you do for a living, not 
have an “idea” of what you do. You need to have a 
mission statement, one with a clear and concise mes- 
sage that can be understood by a complete stranger. 
These strangers are your potential prospects. Busi- 
ness ambassadors need to be able to project a vision of 
your business to that stranger in a way that will cause 
them to seek you out and want to do business with you. 
You need to ask the question to yourself, do you feel 
your client or ambassadors can adequately verbalize 
how you serve them, and what exactly it is that you do 
or specialize in? Are you consistent? Be proud to say 
what you do for a living. Speak about it with soul and 
conviction. My introduction is always the same; “I sell 
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“people insurance”, life, health, disability, and long- 
term care to emerging wealth individuals and couples, 
established families, and successful businesses.” Poten- 
tial prospects and advisors will feel secure if you show 
them that you are emotionally tied to what you do, and 
that you are proud of your profession. 


2. Cyberspace Networking and Prospecting 
Social networking sites like Facebook and business- 
based sites like LinkedIn are places on the Internet 
where people meet in cyberspace to chat, socialize, 
debate, and network. By using these sites you can take 
the networking you already do in person and expand 
it to the World Wide Web. These social media plat- 
forms have become extremely popular with people 
of all ages. Social media profiles show up when an 
Internet search is conducted using your name. If a 
potential client types your name into Google and 
your Facebook page pops up in their results you want 
to make sure that your page is a positive representa- 
tion of the person you are. The social media profile 
you create may be the first impression a prospect 
has of you. It is extremely important to make them 
understand your areas of expertise, your professional 
background, affiliations and credentials. Being able to 
communicate with existing clients as well as reaching 
potential new ones is more critical today than ever 
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before. You need to ask yourself how you can distin- 
guish yourself? 

I have found that continuing your brand and market- 
ing identity online can further increase your credibility, 
visibility, and expand your presence. Using Facebook 
and LinkedIn has allowed my connections to see arti- 
cles I have published, periodicals I have been quoted 
in, and successes I have achieved both personally and 
professionally. Being involved online has enabled a 
much broader market to hear about my accomplish- 
ments and me. 

LinkedIn has become one of the most popular busi- 
ness networks with over 150 million registered users 
today worldwide. It is a site that allows you to learn 
what other professional advisors are currently doing 
in their careers. It is a great research tool. LinkedIn 
helps you find how many degrees of separation you are 
from a potential client or advisor. It is a way to connect 
with a prospect before you meet in person. When I 
receive a referral I often plug the prospects name into 
LinkedIn to see whether we have any mutual interests, 
mutual friends, or connections. Additionally, Linke- 
dIn is a way to receive welcomed testimonials, and an 
avenue to make recommendations for other members. 

Facebook is a social media site and should be used 
accordingly. Facebook updates and posts should be 
gentle reminders to others of what you do. Direct sales 
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pitches always turn people off. When I am profes- 
sionally speaking at a particular event, publishing an 
article, or attending a particular conference I post it. 
This subliminally reminds my network of friends what 
I do for a living without directly plugging myself. If 
something new or exciting is happening my network 
should be aware of it. Facebook is great as long as it 
is used to post things you want your friends as well 
as your professional connections, clients, and potential 
clients to see. If used properly, it can increase your 


visibility and build credibility in your respective field. 


3. Charitable & Community Involvement 

You will always do well in your practice by doing 
some good. Your involvement in charitable organiza- 
tions, if managed correctly, can help you grow your 
business exponentially. By becoming involved with 
a charity you passionately believe in, potential pros- 
pects will see you in a new light. You must; however, 
avoid the common pitfall, getting involved in a charity 
solely to generate new business. If you are not pas- 
sionate about the cause it will become transparent to 
others very quickly. You need to find a charity you 
feel strongly about, one that fulfills a personal goal 
of yours. If you get involved for the right reasons, 
business will eventually come. Involvement for purely 
economic gains will never work out. Philanthropists 
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always know if an individual is there to support the 
cause or work the crowd. 

There is a charity in Boston that has been closest 
to my heart. This organization promotes equality and 
attempts to end racism and bigotry across all people 
and classes. I became involved with this charitable 
organization shortly after graduating from college. 
I moved from New York to Boston and knew only a 
handful of people in the city. I was looking for a way 
to help my community and make some new friends at 
the same time. Today I sit on their national board as 
a national commissioner, as well as a regional board 
member, Co-Chair of Development and executive 
officer for the New England region. 

Charitable organizations look for Wealth, Wisdom 
and Work from each lay member that gets involved. 
I have found that to be successful within an organi- 
zation one must possess at least two of these three 
criteria. If you are a younger advisor, work on the 
Work and Wisdom piece, the monetary part will 
come later. If you are a veteran in your profession, 
give until it feels good. Regardless of your financial 
situation, it is critical that you get involved in the 
organization and try to take on a leadership role. 
When you take on a leadership position and excel, 
people take notice. These same people will want you 
to work just as hard for them with their investments, 
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taxes, legal work, and insurance. The volunteers and 
philanthropists involved are already disposed to like 
you as a person; you will begin marketing in that 
organization from the inside out. As an example, the 
New England regional board I sit on in the Greater 
Boston area is made up of seventy-five or so active 
members, due to my involvement over the past fifteen 
plus years, twenty-six of these active members have 
become clients of mine. 


4. Professional Advisory Events 

Sometimes marketing opportunities can be right in 
front of our eyes, and you do not even realize it. One 
of the most successful things I have done over the past 
ten years is attend as many professional events hosted 
by legal, accounting, insurance, property and casualty, 
and investment firms as I possibly can. I have found 
there is no better use of my time than to be at these 
events whether at a breakfast, lunch, or cocktail recep- 
tion socializing and networking with other professional 
advisors. Sometimes it is solely a matter of being in 
front of a certain advisor at the right time to make an 
incredible prospect introduction happen. 

It is always better to meet fifteen or twenty new peo- 
ple than attend a meeting with one person. If that one 
person was worth seeing, they should have no problem 
rescheduling. It is never smart to discount an event 
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where multiple advisors and/or potential prospects 
will show up. I have had endless success stories from 
attending professional events. Most notably in 2009, I 
started working with two substantial clients that came 
from literally sitting next to their financial advisor at a 
conference table during two different luncheon events. 
It was lucky that he was my tablemate during the event, 
but it was certainly not lucky that I was there. I chose 
to attend the event and I reaped the reward. 

A few years ago I started annually reviewing my top 
ten revenue cases from the prior five-year period. I 
looked at who they were, what they were, and most 
importantly, where did they come from. Out of my 
top fifty cases, forty-eight of them came from out- 
side professional advisors, and only two of them came 
from my existing client base. More shocking was that 
some of the repeat advisors names that came up on 
the list were ones that I did not consider top advisors, 
yet they referred me to top clients. This certainly 
validated the importance of attending professional 
advisory events. 

In addition to attending local events, I always have 
attended the Heckerling Estate Planning Conference 
in Orlando, Florida, for no other reason than to net- 
work and socialize with Boston based advisors and 
advisors from across the United States. My attendance 
at this event has led to great advisor relationships and 
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even business opportunities in numerous states across 
the country. 


3. Accepting Invitations 

Invitations to attend communal, spiritual, or charita- 
ble events should always be accepted if you can fit it into 
your schedule and won’t have adverse consequences for 
your family. Where else can you be exposed on a favor- 
able basis to multiple people at one time? ‘Io make these 
events even more productive review the invitation for 
any board members, hosts, or event committee chairs 
you have been interested in targeting for business. ‘Take 
some time to do some research on these individuals 
before the event, make mental notes. Then when you 
are at the venue take the time to introduce yourself to 
these people in a well thought out and effective man- 
ner. While you are there do not sell your services, ask 
many questions about life, try to create immediate links 
between the individual and your pipeline of people, 
your rolodex, creating value before they even know 
what you do, is powerful. You then can begin the sto- 
rytelling process, creating emotional stories about what 
you do, how you have changed lives, what you have wit- 
nessed in planning, all stories that don’t ever mention 
products, documents, or tax-returns. 

By taking the wheel, you can take control of the sit- 
uation. You are now in the driver’s seat. Never hand 
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out your business card, always get their contact infor- 
mation. By getting their contact information, you can 
reach out to them. If you hand out your card, you will 
wait forever for a prospect that may never contact 
you. Try a pre-approach email. I find them much less 
threatening than a phone call, mention how great it 
was to meet on a personal basis at the “event” and that 
you would love the opportunity to meet with them on 
a professional basis. Sending an email with this request 
allows them to respond on their time, when it is con- 
venient for them, versus catching them off guard with 
a phone call. 

When you begin prospecting in this manner you 
move from being a hunter to a trapper. While a hunter 
shoots many times, misses often, and hits very few, a 
trapper can decide who they are going to do business 
with and when and therefore their hit to miss ratio is 
substantially higher. We will all be much more produc- 
tive advisors if we become consistent trappers. 


6. Road Shows 


The key to success is “seeing the people”. Another 
way to do this is through a “Road Show”. Most of us 
work with one or two advisors within a firm, but many 
times that firm has other professionals working in the 
same disciplines that we have not yet interacted with or 
had chance to meet. To set up a road show the first thing 
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to do is comb through your existing rolodex and search 
for your centers of influences that may have multiple 
advisors within their firm, especially ones that may not 
know who you are. Call or email your existing connec- 
tions and ask if you could schedule a brief seminar at 
their office. By sponsoring a forty-five minute break- 
fast or lunch seminar and inviting other professionals 
within the firm to attend you are reaching more people. 
I try to do at least two “Road Shows” a quarter. While I 
am at the firm, I try and create a memorable experience 
and differentiate myself from others they have met in 
the past. The ultimate goal is to create a long-term 
relationship. I talk about my niche areas of expertise. I 
explain to the investment and financial planning firms 
I work with that I am not their competition that I am 
there to help them preserve their assets under man- 
agement from outside advisors, estate tax and wealth 
transfer issues, and long-term care concerns that could 
drain the capital out of an estate. I show them how the 
use of insurance products and infrastructures can create 
dollars thereby allowing their clients investment base 
to remain intact and constant. 

Road Shows are also a way to market through your 
existing Rolodex. Maybe you work with two of the ten 
attorneys at a boutique estate planning firm, or two insur- 
ance agents in an office of thirty. Invite all ten attorneys 
to the seminar and ask the two you already have a rela- 
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tionship with to endorse you. Ask the general agent in 
charge of the insurance agency where you know the two 
agents to do an educational session for all the agents, it 
will create instant credibility for you and your firm. 

My most popular Road Show topic is “The Insurance 
Market Place Today”. I cover Simple versus Complex 
planning, and usually include three to four real life 
case studies depending on the time the firm gives me. 
I try and highlight at least two estate planning/wealth 
transfer cases, a long-term care case, and an excess 
coverage disability insurance case. I talk about being a 
licensed insurance advisor and charging fees for exten- 
sive policy reviews on policies being held by trusts that 
I did not put into place, and I talk about some of the 
ways I differentiate myself with service. Differentiat- 
ing yourself from your competition is very important. 
You need to take that extra step or go that extra mile 
so that the people you do business with feel personally 
connected to you. Once the road show is completed, 
follow up with the attendees is important. I always add 
the attendees to my mailing list. Additionally, during 
the question and answer period I often take note of 
what questions were asked by which advisors and try to 
personally reach out to that attendee to see if I could 
further help them in regards to their question, often 
setting myself apart from others. I try and repeat road 
shows at a firm every two years or sooner if they want 
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me to focus on a particular concept or there has been a 
significant turnover in personnel at the firm. 


YsemailiBlasts 


I am not a fan of constant contact and/or consistent 
email blasts that are written by someone else or a ser- 
vice you can buy. What I have employed in my practice 
are “email blasts” that come out five to six times per 
year. Nobody likes to be bombarded with emails. I 
know when I constantly and consistently receive emails 
from the same individual or organization; I typically 
end up deleting them without even opening them. I try 
to avoid that phenomenon. 

My email blast list consists of outside advisors 
including attorneys, CPA’s, investment advisors, and 
property and casualty agents. Sometimes I send an 
article on a subject matter I feel would be very interest- 
ing to my centers of influence, or if the timing is right, 
an article that I have recently written and had pub- 
lished. The email blasts allows me to deliver a steady 
stream of targeted communications to a broad group 
of advisors. Having the email include an article I have 
drafted and published allows me to show them some 
of my areas of expertise, as well as my credibility of 
being published. By being strategic about the topics 
you choose, you can reinforce your expertise, and stay 
focused on your advisors needs as it relates to your spe- 
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cialty. I have received a lot of positive feedback on my 
“email blasts”. They offer insightful information to the 
recipients and as a bonus enable me to keep my name 
in front of them on a somewhat regular basis. 


8. Pre-policy Anniversary Letters 

My pre-policy anniversary letter to regular policy- 
holder’s and a special letter for trust owned policies go 
out the first of the month prior to the policy’s anniver- 
sary. One of the things I do in my office that is unique is 
my anniversary letter for trust owned life insurance poli- 
cies. On the first day of the month prior to the month 
of their anniversary date, I send out a reminder letter 
to the trustee copied to the attorney and insured. The 
letter reminds them that their premium is coming due 
and that if they have not yet deposited money into their 
trust we recommend that they make that deposit as soon 
as possible. ‘Trustees love these reminders. In addition to 
helping the trustee, the letter gets my name in front of _ 
that estate planning attorney again, and maybe that let- 
ter arrives right around the time he has met a new client 
who needs insurance help. This is a simple technique 
that can set you apart very quickly from the competition. 


9. Estate Planning Council 


Getting involved and becoming visible in your local 
estate planning council could be the best membership 
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you invest in. I have been a member of my local estate 
planning council for 16 years, and I recently served 
out a three-year board term. In my local estate plan- 
ning council there are over eight hundred members 
with twelve board members and additional execu- 
tive officers. In addition to serving on their board, I 
have chaired and vice-chaired numerous committees 
including Vice Chair of the annual dinner, Chair of the 
annual dinner, and Chair of the networking commit- 
tee. Taking on these committee positions has helped 
me become more visible among my peers and pro- 
fessional advisors. My picture and name is constantly 
being put in front of the entire membership, exposure 
that has proven to work well for me. Affirmation that I 
was a respected member in the organization came a few 
years ago when I was asked to be the Master of Cer- 
emonies for the Council’s five hundred plus attendee 
annual dinner. My recognition and presence could not 
have been greater, and best of all I hit it out of the park. 
The event was a success on all levels. I encourage you 
to get involved. Your involvement simply by default 
will help increase your exposure and become recog- 
nized as a “go to” person for your specialty. 


10. Gaining Visibility 
If you have children or grandchildren, getting 
involved in their school, or their sports teams can be 
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an invaluable piece of your marketing. It’s not neces- 
sarily true marketing, but more marketing by chance. 
Things may start happening and fall into place for no 
other reason other than you have made yourself visible. 
When deciding to get involved it is imperative that you 
choose something you want to be involved with. 

Five years ago I coached my son’s kindergarten soc- 
cer team. To this day, five years later, the parents and 
kids still come up to me and call me Coach David when 
I run into them at the hockey rink or on the lacrosse 
field. I left a very positive feeling and image not only 
with the kids, but with the parents as well. While I 
was coaching my son’s team three separate families 
approached me unsolicited about their insurance plan- 
ning, for no other reason than I was friendly, visible, 
and reliable. This type of volunteering allowed me 
to accomplish something that felt good and natural, 
and put me in the spotlight without trying. You do not 
need to be the coach to get the exposure. I have found | 
that solely by being a supporting and present Dad at 
my daughter’s field hockey, ice hockey and basketball 
teams, as well as my son’s teams has created an image 
of being approachable. If you are lucky enough to have 
these types of opportunities, take them. Don’t let pros- 
pects miss out on the chance to meet you and get to 
know you on a personal basis. 

The key is to transition these acquaintances from 
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knowing you on a personal basis to understanding 
what you do on a professional basis. For me, I have 
found a simple email to work best. “Dear Bill, It was 
great getting to know you on a personal basis over the 
long and cold hockey season, I would love the oppor- 
tunity to sit down with you on a professional basis and 
show you what I do for a living. I would like to show 
you how I have helped other clients in similar posi- 
tions to yours.” This email can be tweaked the key is 
to let them know you'd like to transition from a per- 
sonal to professional relationship. 

I have had tremendous success with this approach, 
and have had great feedback from the advisors I have 
shared it with. Getting involved in an area that feels 
right to you is another opportunity to interact with 
new people. 


11. Utilizing Your Database To Prospect 
Everyone can do a better job of mining his or her 
existing database. I have personally had success hav- 
ing my staff members send targeted emails to existing 
life insurance clients two months prior to their policy 
anniversary. If their disability or life insurance was 
issued more than four years earlier, they receive an 
email asking to sit down with me for an annual review 
of their policy options. If the client has term life insur- 
ance, my email includes conversion opportunities, as 
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well as what similar level face amount policies would 
cost them today assuming their underwriting class 
has not changed from the original policy date. Going 
back into my existing database to look for new busi- 
ness was never one of my strengths, but by utilizing 
my staff I have managed to create a steady stream of 
revenue growth that I may not have otherwise seen. 
I will continue to mine my database for surprise cli- 
ent opportunities, and I encourage you to do the same 
thing with your existing clients. 


12. One-Page Prospect Presentations 

As advisors I think we get bogged down on compli- 
cated presentations, long legal documents, illustrations, 
and “stuff” that can really confuse the client and their 
advisors. I have worked hard to bring the complicated 
world of life insurance products and concepts down to 
a simplified presentation. My goal is to present a cli- 
ent with a simple easy to understand one to two page | 
presentations with all the backup and extraneous mate- 
rial present at the meeting but not the lead throughout 
the meeting. I understand that for compliance pur- 
poses registered agents need to have and provide a full 
illustration of the product to their client; however, that 
does not mean that the illustration needs to drive the 
meeting. Explain the concepts in a well thought out 
easy to understand manner. ‘This approach has made a 
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large impact on my business, plus the advisors appreci- 
ate the fact that they can follow the presentation, and 
most importantly help their clients through it. 

Creating a positive environment where no one feels 
lost and no one feels confused leads to the advisor want- 
ing to bring you in on his or her next client case. The 
advisor will feel confident that everyone will under- 
stand your proposals and more importantly trust you 
with their client. The “trust factor” must be achieved, 
and with simple to understand presentations of com- 
plex products and ideas it will help a great deal. 
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Chapter 17 
Putting It All Together 


E order to succeed in your personal life and pro- 
fessional career you need passion; Passion for what 
you do day in and day out. You need to be proud of 
your career and clear and concise about what you do 
when describing your business to others. You also 
need to be a good father, mother, spouse and child 
to the ones you love. The payoff for living a well- 
balanced life is tremendous. By implementing and 
engaging some of the tips this book has offered I suspect 
you will see your family relationships grow stron- 
ger, your clients, employees, and colleagues become 
more loyal, and more happiness and control in your 


personal life. 
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Establish an identity you feel comfortable with and 
surround yourself with people who can bring it to frui- 
tion. Make sure the people you work with, the mentors 
you pursue, and the professional advisors you build 
rapport with all have the same common goals as you. 
Specialize and become an expert in your field and build 
relationships with others in the areas you are not pur- 
suing. If you love employee benefits, leave the people 
insurance to someone else. If you love estate planning, 
don’t do real estate closings. 

Work on your whole person and success will come. 
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David E. Appel 


David is a Boston based Life Insurance Advisor & Broker specializing 
in "people insurance’, life, disability income, long-term care, 

and health insurance for emerging wealth individuals and couples, 
established families, and successful businesses. David is an 
internationally recognized Industry Speaker and Leader, while 


still making plenty of time to be a Husband and Dad. 


In Buy Your Tomorrows Today, David E. Appel shares a personal and professional 
biography that conveys his passion for serving his insurance clients. His book is a 
valuable tool for consumers, sales personnel, and professional advisors who want 
to deepen their knowledge of life, health, disability, and long-term care insurance. 
All readers will appreciate the vigor, creativity, and dedication that David brings 


to his profession. 


Brilliant. This book teaches advisors how to sell, as much as it shows prospective 
clients how to buy. David allows himself to be transparent from the very 
beginning which creates a connection with the reader. It’s a road map for advisors, 
and a compass for clients, how unique! Gripping personal stories woven through 
this book brings life to these pages. The strength of this book is found in its 
simple language and straight forward approach. Buy Your Tomorrows Today is 


required reading for advisors and clients. 


“Think BIG, work small, it’s all in the details”, that should be the mantra repeated 
as you peruse this extraordinary treatise. David E. Appel, an industry great, who 
has absolutely mastered the art of what he has coined “People Insurance”, takes 
us down a personal and professional journey of why we, as advisors, do what we 
do! It’s an awe inspiring ride that every true professional should take. Be 
Tomorrows Today will take you where you have never gone, lift you up = — 
you there! 57 = 
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